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Abstract  
Microblog has grown popularly as a seminal social medium for timely information seeking and 
sharing. However, the reason why individuals update real-time information in microblog has not been 
well understood, and empirical research to address this specific information behavior is hardly 
available. As a felt urge can be conceptualized as a precursor of real-time updating in the microblog, 
we attempt to capture the underlying mechanism in causing this less reflective behavior urge. We 
apply the media needs theory to investigate how the individuals’ media needs spark their urge to 
update personal status in the microblog. In particular, we conceptualize the cognitive needs as 
related to information uniqueness, personal integrative needs as related to connectivity, social 
integrative needs as a unidirectional relationship, affective needs as positive emotions and tension 
release needs as negative emotions. An online survey was employed to validate the proposed model 
within 523 microblog users in China. The results suggest that the users’ behavior urge is significantly 
influenced by information uniqueness, connectivity, unidirectional relationship and positive emotions. 
Furthermore, among the five media needs, the affective and social integrative related factors strongly 
determine the personal real-time status update in microblog. The theoretical and practical 
implications are discussed in this paper.   
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1 INTRODUCTION 
Within the ubiquitous social network, real-time communication has become an indispensable factor in 
relating to others, no matter who you are, where you are, and at what time. The fundamental driving 
force in this connection and interaction is the burgeoning development of social media (e.g., Facebook, 
Twitter, and YouTube). Social Media refer to “a group of Internet-based applications that build on the 
ideological and technological foundations of Web 2.0 and that allows the creation and exchange of 
User Generated Content” (Kaplan and Haenlein 2010). The high interactivity in social media creates 
functional building blocks for identity, conversation, sharing, presence, relationships, reputation and 
groups (Kietzmann, Hermkens et al. 2011). 
Among the many social media, microblog particularly provides a widely used communication channel 
that promotes instant interaction for various issues and contexts, such as personal experience, 
breaking news and social awareness. As a novel platform for timely information seeking, spreading 
and sharing, microblog creates a community where information is sent through the web, mobile 
phones and instant messages. Within the limit of 140 characters, users can update their status, share 
opinions, and obtain a great deal of information from individuals and organizations. In particular, 
Twitter, the first microblog service, has attracted more than 50 million registered users around the 
world as of July, 2012, six years after its inception (Twitter, 2012).  
Basically, microblog is designed to answer the question “What are you doing right now?” However, 
only a small proportion of users are really active and share useful information in the microblog after 
their initial use (Chen 2009). Questions come up as to why individuals spend time and attention to 
update personal status in a microblog or what are the forces that drive users to share real-time 
thoughts and sentiments with others. Extant research has investigated the motivation (Johnson and 
Yang 2009), adoption (Günther, Krasnova et al. 2009), and continuance usage (Barnes and BöHringer 
2011) of microblog using. Despite the broad research stream in information behavior, little research 
has been done on the real-time information behavior generated by individuals in the context of 
microblog.  
To fill this research gap, the present study aims to understand the underlying network of personal 
status update in the microblog. Drawing from the theoretical foundations of media needs and previous 
research related to real-time information behavior, we adapt and extend the classification of media 
needs, and explain the users’ status update within the diverse media needs in the microblog. We 
realize this process by theorizing information uniqueness as desired cognitive needs, connectivity as 
achievable personal integrative needs, unidirectional relationship as realizable social integrative needs, 
strengthening positive emotion as affective needs, and releasing negative emotion as escape needs.  
This paper proceeds as follows. In the next section, we give a brief overview of the literature in 
related research areas and introduce the research model and hypotheses regarding the behavior urge in 
the microblog platform. Then, we describe the research method used in the empirical investigation. In 
the subsequent section, the results of our study are reported. We conclude this paper with the 
implications of the findings on theory and practice. 
  
2 THEORETICAL BACKGROUND 
2.1 Real-time Updating: a Less Reflective Behavior 
Microblog is widely regarded as a kind of social medium where individuals can create, exchange, 
share, and comment on information with other users, that is, microblog enables its users to transform 
from being traditional receivers to reporters. It provides an opportunity for individuals to timely 
broadcast their activities, interact with others, build reputation and release pent-up emotion. Users are 
becoming “producers and consumers”, not just the audiences (Brabham 2008).  
Specifically, microblog allows its users to timely post and update personal status in the community. 
Given the time sensitization of real-time update in the microblog, this information behavior is 
perceived as unplanned and less reflective by definition. This spontaneous and without much 
reflection of real-time behavior are reflected by the involvement of urge experience (Beatty and 
Elizabeth Ferrell 1998). The felt urge can be defined as the satisfaction experienced by a user in 
posting information in the microblog. To further explain the rationale of the unreflective behaviour, 
Beatty and Elizabeth Ferrell (1998) noted that the strong and sometimes irresistible urge precedes the 
actual action and obviously has a positive relationship with the likelihood of engaging in a less 
reflective behavior. Along with this perspective, it has been demonstrated that the driving force of an 
individual’s instant behavior tends to be the high desire (Verplanken, Herabadi et al. 2005). Following 
this line of reasoning, we postulate that individuals will not update their status before they instantly 
fulfil the diverse media needs in the microblog and experience a strong urge to post information. 
Hence, we focus on the behavior urge as a precursor to information behavior in this current study.  
2.2 Media Needs Theory 
Existing research has applied theory of planned behavior (Tohidinia and Mosakhani 2010), social 
cognitive theory (Lu and Hsiao 2007), social capital theory (Chiu, Hsu et al. 2006; Widén-Wulff 
2007), and social exchange theory (Kankanhalli, Tan et al. 2005) to illustrate the information 
contribution in the virtual community, such as weblogs, professional community, and electronic 
knowledge repositories. However, these theoretical backgrounds are always based on the rational 
assumption of users’ behavior system. The manner in which this real-time update occurs in the 
microblog has not yet been thoroughly clarified, nor has the strength of the less reflective effect been 
tested. Therefore, the limitation of rational system may lead to the failure to explain the real-time 
update in microblog.  
For real-time information behavior, individuals have not sufficient time and cognition capacity to be 
properly deliberate (Gao, Frejinger et al. 2011). Timely action is drawn from the nature of human 
beings, rather than to be reflectively conducted. This behavior motivation can be explained by 
Maslow’s needs hierarchy theory, in which any personal behavior is motivated by inherent needs 
(Maslow 1943). To follow this reasoning, it has been found that the seemed “rational and conscious 
seeking” gratify the multiple needs of individuals pursued in the media (LaRose, Lin et al. 2003).  
Katz, Haas et al. (1973) initially classified the main needs desired by individuals in using the media. 
(1) Cognitive needs are aimed to strengthen information, knowledge, and understanding; (2) Personal 
integrative needs are to strengthen the contact with family, friends, and the world, in order to build 
  
and maintain relationships; (3) Social integrative needs are combined needs that strengthen credibility, 
confidence, stability, and status; (4) Affective needs are the needs to enhance pleasurable and 
emotional experience; (5) Tension release needs are needs related to escape or relief, and results in 
weakening the contact with oneself and one’s social role.  
This theoretical conclusion has been extended to many uses and gratification studies of media use, 
such as SMS mobile messaging (Leung 2007), instant messenger (Brabham 2008), and user-generated 
media (Shao 2009), in which satisfaction is sought from the use of a special medium. Further, scholars 
have demonstrated that individuals attempt to satisfy certain psychological needs using different 
media, such as entertainment and information, social interaction and community development, and 
self-expression and self-actualization (Shao 2009). In consistency with these findings, we assume that 
individuals update information in the microblog in order to pursue their correspondingly desired 
media needs timely.   
Additionally, media needs can be divided into two frames of reference (Katz, Haas et al. 1973): “the 
self and the social-political collectivity”. Among the five media needs, the affective, escape and 
cognitive needs are directed to the self, whereas the personal and social integrative needs are directed 
to others. The need facets are presented in Table 1.  
 
Toward Self Toward Others 
Affective needs (pleasurable experience) 
Personal integrative needs (relationships, interactions) 
Tension release needs (escape, relief) 
Social integrative needs (status, stability, reputation) 
Cognitive needs (knowledge, information) 
Table 1. Motivational factors of media use 
2.3 Media Needs in Microblogging 
Evidences from prior studies also suggest that microblog is predominantly used to fulfill the holistic 
needs sought by individuals through the media. The main reasons for microblogging have been 
identified as (1) keeping in touch with others; (2) raising visibility of interesting things; (3) gathering 
useful information; (4) seeking for help and opinions; and (5) releasing emotional stress (Zhao and 
Rosson 2009). Additionally, intentions associated with the community (Java, Song et al. 2009), ease 
in keeping people informed of activities (Mischaud 2007), and gratification of the need to contact 
others (Masullo 2011) are typical motivations that spur users’ to use microblog.   
In accordance with the classification of media needs, we attempt to understand the specific 
characteristics of personal status update in the microblog. Correspondingly, we use information 
uniqueness to represent the realization of real-time cognitive needs. Through timely information 
behavior in the microblog, knowledge and information are recorded for further understanding and 
memory keeping. This intensively perceived information uniqueness is supported by the pervasive 
access and mobility of microblog. The affective needs are reflected by individuals’ positive emotions. 
Pleasurable experience is enhanced by real-time information posting and sharing in the microblog 
network. With regard to the tension release needs, we assume that an individual desires to abreact 
himself/herself with timely information behavior to alleviate his/her emotional tenseness.   
  
For the personal integrative needs, we simply transform them into connectivity, that is, interpersonal 
relationship is maintained by real-time information behavior in the microblog, such as information 
sharing with family and friends. The social integrative needs are identified as a feedback from the 
microblog (e.g., obtaining followers, comment, reply, and retweet). Reputation and social role are 
reinforced based on the responses of other users. In particular, the value of the feedback mechanism is 
grounded on the unidirectional relationship of the system design in the microblog. Without the 
limitation of mutual reciprocity, microblog provides an opportunity for other users to relate to another 
person if they are interested (Huberman, Romero et al. 2009). Table 2 presents the corresponding 
multi-needs that individuals seek in microblogging. 
 
Media needs Related constructs 
Cognitive needs Information uniqueness 
Affective needs Positive emotion 
Tension release needs Negative emotion 
Personal integrative needs Connectivity 
Social integrative needs Unidirectional relationship  
Table 2. Related constructs for the media needs 
3 RESEARCH MODEL AND HYPOTHESES 
Our specific objective is to investigate the underlying mechanism of the real-time status update 
provided by microblog users. Based on the literature of media needs theory and the special context of 
the microblog, we build a theoretical model of behavior urge to update personal status (shown in 
Figure 1).  
Urge to UpdateH3
H5
H4
Unidirectional 
Relationship
Towards Others
Connectivity
Negative
Emotions
Positive 
Emotions
Information 
Uniqueness
Towards Self
H1
H2
Figure 1. Research model  
3.1 Relationship between Information Uniqueness and Behavior Urge  
Information uniqueness implies that the specific information is distinguished from others and always 
  
perceived as unparalleled. Additionally, uniqueness not only represents the origin of the information 
but also implies “the specific manner presented and thus perceived” (Wang, 1996). The relationship 
between information uniqueness and behavior response has been investigated in existing literature. 
For instance, Lerman and Ghosh (2010) recognized that the dynamic of information plays a crucial 
role in the spread of information. Analogously, high uniqueness and particular goals were 
demonstrated to make individuals contribute more (Ling, Beenen et al. 2005). The higher the 
information uniqueness is perceived, the higher the urge is experienced to satisfy the cognitive needs. 
Therefore, we postulate that if an individual perceives high information uniqueness, he/she will 
experience a high urge for real-time information behavior.  
H1: A positive relationship exists between the individuals’ perception of information uniqueness and 
the urge for personal status update in the microblog. 
3.2 Relationship between Positive and Negative Emotions and Behavior Urge  
The literature indicated that momentary moods such as acute anxiety, hostility, pleasantness, and 
excitement act as antecedent states and considerably induce reaction by individuals (Belk 1975). 
Under different emotions, individuals make the different final decision and choose their behavior 
correspondingly (Mehrabian and Russell 1974). It is believed that these emotions subsequently 
transform into the urge for behavior response (Thelwall, Buckley et al. 2011), which agrees with the 
findings that emotional processes and the structures of perception, feeling, and thinking activities are 
key determinants of the final actions, reactions or responses (Hyo-Jung, Eckman et al. 2011).  
In the case of the media use, it is perceived that the emotion involvement turns media experience into 
emotional experience (Reeves and Nass 1996). These emotions include not only the positive moods 
(contentment, happiness, love and pride), but also the negative moods (anger, sadness, fear and 
shame). Therefore, we assume that affective needs are represented by positive emotions, whereas 
escape needs are represented by negative emotions, both of which stimulate the urge for real-time 
information behavior in microblogging. Hence, we propose the following hypotheses.   
H2: A positive relationship exists between the individuals’ positive emotions and the urge for 
personal status update in the microblog. 
H3: A positive relationship exists between the individuals’ negative emotions and the urge for 
personal status update in the microblog. 
3.3 Relationship between Connectivity and Behavior Urge  
Being a seminal social media platform, microblog offers a new way for social connection, and helps 
to build and maintain relationship in a wide community. Many user activities such as interaction and 
connection are provided through information behavior in the microblog (Lee and Cho 2011; Masullo 
2011). It fulfils the personal integrative needs for relationship with the family, friends and the world. 
In line with this connection needs, prior studies have demonstrated that the need for connection with 
other users positively influenced the usage experience and time spent on microblogging (Masullo 
2011).  
In particular, to satisfy the personal integrative needs, microblog is designed in two ways for 
information update. Direct update is aimed at special populations and designated with the “@” 
symbol. Indirect update is posted to the public and each user has the opportunity to read it (Huberman, 
  
Romero et al. 2009). However, individuals can conceptualize an imagined audience evoked through 
their tweets (Marwick and Boyd 2011). This design system meets the users’ media needs to be 
connected timely with those they care about. In this manner, connectivity satisfies individuals’ 
personal integrative needs and motivates real-time information behavior in the microblog.  
H4: A positive relationship exists between the individuals’ perception of connectivity in the 
microblog and the urge for personal status update. 
3.4 Relationship between Unidirectional Relationship and Behavior Urge   
The unidirectional relationship of the microblog enables users to strengthen their social role in the 
whole community. This unlimited mutuality indicates that users can be unilateral and bilateral in their 
communication and interaction activities. In the default setting, microblog is a broadcast and requires 
no mutual permission. To move forward, a user can send and receive updates from those who are 
considered as “friends”, whereas a user who is not a “friend” of someone but follows his or her 
updates is regarded as a “follower”. The one being followed does not have to reciprocate to follow 
back (Huberman, Romero et al. 2009). The freedom of reciprocity facilitates information sharing and 
dissemination in a large community.  
On the other hand, this unlimited permission helps users to realize their social integrative needs 
through the feedback given by others, such as the increase in follower numbers, and responses from 
others (e.g., comment, retweet, and reply obtainment). Such counts are used to measure the self-worth, 
reputation, and even the social status of microblog users. Thus, the unidirectional relationship in the 
microblog is a fundamental venue for social integrative needs, which encourage personal real-time 
information behavior. 
H5: A positive relationship exists between the individuals’ perception of unidirectional relationship of 
the microblog and the urge for personal status update. 
4 METHODOLOGY 
4.1 Sample and Data Collection 
To assess the proposed model, an online survey of microblog users was employed in November 2012. 
Given that Chinese microblog has developed extremely in recent years, accounting for 88.8% of the 
adult Internet users, it is appropriate to conduct this study with the microblog users in China. 
Specifically, an invitation message with the link to online survey was posted on various microblog 
platforms, and incentives were given to encourage people to participate in the survey and share the 
invitation message with others.  
Several criteria were set to select eligible users to satisfy the sample frame requirements. Only those 
who post microblog at least once a week can participate in this study. In this way, we were able to 
target the expected population frame of the frequent users in the microblog. The respondents were 
also asked to indicate their demographic information (i.e., gender, age, and occupation) and past 
experience in using microblog. A total of 523 microblog users responded to this online survey. 
Among them, 209 were males and 314 were females. The majority of the respondents (78.6%) have 
experience in the use of microblog for over six months, and 75.9% of the participants use the 
  
microblog several times a week. On average, they spend under 1h (85.5%) each time they use the 
microblog.  
4.2 Measurement 
The established measurements from previous literature were adapted to measure the majority of the 
constructs in the research model. Wording modifications were used to fit the microblog context. In 
particular, the scales for positive emotion were adapted from Verhagen and van Dolen (2011), and the 
scales for negative emotion were adapted from Didelot, Hollingsworth et al. (2012). The 
measurements of the urge for information behavior were adapted from Beatty and Ferrell (1998). The 
scales for information uniqueness, connectivity, and unidirectional relationship were primarily 
developed following a standard procedure proposed by Moore and Benbasat (1991). All items were 
measured on the seven-point Likert scale, with the anchors being from “strongly disagree” to 
“strongly agree”.  
5 DATA ANALYSIS AND RESULTS  
LISREL 8.70 was employed to estimate the reliability and validity of the measurement model and to 
examine the proposed relationships in the structural model. This two-step analytical procedure ensures 
appropriate path coefficients within the desired psychometric properties (Cheung and Lee 2010). 
5.1 Measurement Model 
By implementing two rounds of pilot tests, the construct items were filtered for the main survey. The 
results of the measurement model are presented in Tables 3, which summarize the composite 
reliability, average variance extracted (AVE), factor loadings, t-values, means and standard deviations 
of the measures of the constructs. The internal consistency reliability of each construct ranged from 
0.76 to 0.92, and AVE was greater than 0.50. All statistical results attained the recommendation levels 
of convergent validity (Fornell and Larcker 1981).  
The discriminant validity describes the distinction between one variable and the others. It is measured 
by the square of the AVE of each construct should exceed its correlation with all other constructs 
(Fornell and Larcker 1981). Table 4 shows that the square root of AVE extracted from each construct 
is higher than the correlations between the interest construct and the others. Hence, the results indicate 
that the total constructs of our research model satisfy the adequate discriminant validity.  
 
Constructs Items Loadings t-value Mean 
Standard 
Deviation 
Information uniqueness (IU) 
(CR=0.76, AVE=0.62) 
IU1 0.91 16.75 4.48 1.515 
IU2 0.64 12.92 4.31 1.724 
Connectivity (CON) 
(CR=0.89, AVE=0.66) 
CON1 0.78 20.62 5.44 1.352 
CON2 0.84 22.69 5.48 1.354 
CON3 0.79 20.77 5.15 1.554 
CON4 0.84 22.83 5.45 1.413 
Unidirectional relationship (UR) UR1 0.75 19.05 5.36 1.365 
  
(CR=0.87, AVE=0.62) UR2 0.83 22.10 5.68 1.250 
UR3 0.79 20.44 5.20 1.574 
UR4 0.77 19.89 5.38 1.460 
Positive emotions (PE) 
(CR=0.92, AVE=0.75) 
PE1 0.86 24.36 4.63 1.604 
PE2 0.96 29.19 4.64 1.586 
PE3 0.88 25.05 4.32 1.579 
PE4 0.74 19.38 4.41 1.557 
Negative emotions (NE) 
(CR=0.91, AVE=0.72) 
NE1 0.81 21.98 3.17 1.758 
NE2 0.89 25.22 3.22 1.801 
NE3 0.91 26.23 2.79 1.703 
NE4 0.78 20.55 2.84 1.713 
Urge to Update (UTU) 
(CR=0.84, AVE=0.64) 
UTU1 0.77 19.61 4.91 1.579 
UTU2 0.85 22.29 5.04 1.528 
UTU3 0.77 19.37 5.28 1.330 
Table 3. Convergent validity 
 
 UTU CON UR PE NE IU 
UTU 0.80      
CON 0.51 0.81     
UR 0.54 0.60 0.79    
PE 0.52 0.36 0.27 0.87   
NE -0.10 -0.15 -0.18 -0.12 0.85  
IU 0.41 0.37 0.28 0.48 0.00 0.79 
Table 4. Discriminant validity  
Notes: The diagonal elements are square roots of AVE extracted from each construct. 
The off-diagonal elements are the correlations between each construct. 
The multiple fit indexes in Table 5 suggest that the measurement model exhibited a good fit with the 
response. In particular, GFI = 0.90, AGFI = 0.87, CFI = 0.96, NFI = 0.95, NNFI = 0.96, RMSEA = 
0.069, and P = 0.000. All statistics satisfied the acceptable ranges, indicating a good fit of the 
measurement model (Bentler and Bonett 1980; Segars and Grover 1993).  
 
Fit Indexes Measurement Model Structural Model Recommendation 
Goodness-of-Fit Index (GFI) 0.90 0.90 ≧0.90 
Adjusted of Goodness-Of-Fit Index (AGFI) 0.87 0.87 ≧0.80 
Comparative Fit Index (CFI) 0.96 0.96 ≧0.90 
Normed Fit Index (NFI) 0.95 0.95 ≧0.90 
Non-normed Fit Index (NNFI) 0.96 0.96 ≧0.90 
RMSEA 0.0069 0.069 ≦0.08 
Table 5. Fit statistics of the measurement and structural models 
  
5.2 Structural Model 
Table 5 shows that the structural model fits well with the data. We obtained GFI = 0.90, AGFI = 0.87, 
CFI = 0.96, NFI = 0.95, NNFI = 0.96, RMSEA = 0.069, and P = 0.000, all of which fell into the 
acceptable ranges (Bentler and Bonett 1980; Segars and Grover 1993). 
Figure 2 shows the results of the model assessment with overall explanatory power, standardized path 
coefficients and associated T-values. As expected, the users’ urge for status update is positively 
influenced by information uniqueness, connectivity, unidirectional relationship and positive emotion, 
all of which explains the 47% variance. Specifically, information uniqueness has a significant effect 
on the real-time information behavior urge (β= 0.11, t = 2.09, and p< 0.05, H1 is supported). 
Similarly, the positive effects of the positive emotion (β= 0.32, t = 6.53, and p< 0.001), connectivity 
(β= 0.17, t = 2.92, and p< 0.01), and unidirectional relationship (β= 0.32, t = 5.77, and p< 0.001) on 
the behavior urge are significant (thus, H2, H4, and H5 are supported). However, the effect of the 
negative emotion on the behavior urge is nonsignificant. Thus, H3 is not supported.   
Urge to UpdateH3
H5
H4
Unidirectional 
Relationship
Towards Others
Connectivity
Negative
Emotions
Positive 
Emotions
Information 
Uniqueness
Towards Self
0.11*
 (2.09)
0.32***
(6.53)
0.02
(0.49)
0.17**
(2.92)
0.32***
(5.77)
R2=0.47
H2
H1
Figure 2. Results of the proposed model  
Note: T-values are presented in parentheses. R
2
 is calculated in LISREL as squared multiple  
correlation. *p<0.05; **p<0.01; ***p<0.001. 
 
6 DISCUSSION AND CONCLUSION 
This study represents an important extension of our understanding of the factors that influence the 
individuals’ real-time status update in the microblog. The proposed model is developed based on the 
timely media needs desired by the microblog users. And the results indicate that the urge for 
information behavior can be explained by information uniqueness, connectivity, unidirectional 
relationship and positive emotion. This section discusses the key findings of the research model, and 
highlights the theoretical and practical contributions. Finally, the limitations and the directions for 
future research are addressed.  
  
6.1 Key Findings    
For the predictors of the real-time information behavior urge, except for tension release needs, all 
needs have been demonstrated to significantly impact the behavior urge to update personal status in 
the microblog. First, the results indicate that an important predictor of behavior urge is perceived 
information uniqueness, which agrees with the previous literature that information characteristics play 
a key role in personal information behavior (Ling, Beenen et al. 2005). Second, our results support the 
extant research that positive emotions play a vital role in the users’ behavior urge. The results imply 
that when individuals experience pleasurable emotion, their need to strengthen the positive emotion is 
timely sparked, and they are motivated to share the information with others in the microblog. 
Nevertheless, the results provide weak evidence that the individuals’ negative emotion would spur 
them to update their status in the microblog. This nonsignificant relationship may be explained by the 
personal avoidance response such that individuals would like to weaken the relationship between 
themselves and the others, instead of strengthening the relationship by active information update 
behavior. Additionally, in order to maintain their social image, users hardly broadcast and disseminate 
the negative emotion to others.  
In addition, the results from this study support the relationship between connectivity and behavior 
urge, as suggested by prior research that highlighted the potential role of microblog in social 
connection (Masullo 2011). Finally, the unidirectional relationship of microblog is particularly 
predominant in determining the individuals’ urge to update their status. One potential explanation for 
this strong relationship could be the readily achievable social integrative needs in the microblog, 
compared with the other media. Given the broadcast nature and wide spread of the microblog, users 
have the opportunity to earn reputation and build social influence through active information behavior 
(Günther, Krasnova et al. 2009).  
6.2 Implications  
6.2.1 Theoretical Implications 
This study contributes to the extant research on information behavior in social media within several 
aspects. First, this study moves beyond the previous literature on information sharing in the microblog 
to focus on the individuals’ real-time information behavior. The traditional theory of information 
sharing can only explain the user’s motivation and behavior in a range of scenarios. However, they 
did not capture the underlying mechanism of the users’ immediate behaviour when addressing the 
question “What are you doing right now?” This study is one of the very few studies that understand 
the nature of real-time information behavior in the microblog.  
Additionally, given the limited empirical research in the area of information behavior, this study 
considers the factors that influence personal status update in the microblog. In particular, the proposed 
model considers the diverse attributes of the microblog to explain the users’ urge for information 
behavior. Within the integration of media needs and microblog characteristics, we suggest that the 
information behavior urge in the microblog is likely to be influenced by the users’ cognitive needs, 
personal integrative needs, social integrative needs, and affective needs. We can seriously claim that 
our study is the first to explore the mechanism of information behavior in IS research. We hope that 
this discussion has made some headway in establishing a general conceptualization of the information 
behavior in the microblog, although many details are still for clearer articulation.   
  
6.2.2 Practical Implications  
The results of this study present some interesting implications for practitioners interested in microblog 
management and user behavior analysis. First, long-term development of the microblog has been 
known to largely rely on the useful information provided by individuals. Understanding the 
mechanism of personal status update will shed light on the comprehension of real-time information 
behavior in the microblog. Second, as microblog has become a new platform in conducting branding, 
promotion, and word-of-mouth activities, enterprises have paid more attention to the users’ instant 
information seeking and sharing. Therefore, the illustration of the need clarification of the individuals’ 
behavior, which in turn improves the users’ involvement and commitment to the community, is 
considerable important for scholars and practitioners.  
Third, managers interested in maintaining user participation in microblog should focus on creating 
and strengthening a set of technological attributes such as celebrities’ participation and 
recommendation system in the microblog. This system design will help users satisfy their personal 
and social integrative needs through the connection and reputation obtained in the microblog 
community.  
6.3 Limitations and directions for future research 
Although our study provides useful insights, it has some limitations inherent in our research design 
and data availability. First, to keep the research model parsimonious, this study merely emphasizes the 
effect of the individuals’ media needs on the behavior urge. Although the proposed model explains 
47% of the variance, future studies should enrich the existing model and take into consideration of the 
social context, such as peer influence and environment stimulation. 
Second, this study only focuses on the behavior urge for personal status updates within the context of 
individual life. Information related to emergencies and social awareness was not considered in our 
study. This type of information could also be categorized as real-time information. Future research 
can apply this study and extend the research model to explain the mechanism of multi-type real-time 
information behavior in the microblog.  
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APPENDIX  
Construct Item No. Measurement Reference 
Information 
Uniqueness 
(IU) 
IU1 Microblog allows me to timely update the information 
which I perceive as specific. 
Wang 
(1996) 
IU2 Microblog allows me to timely update the information 
  
which I perceive as unique. 
IU3 Microblog allows me to timely update the information 
which I perceive as originated.*  
Connectivity 
(CON) 
CON1 Microblog is a way of building and maintaining relationship 
in the community. 
New 
items 
CON2 Microblog allows me to have access to many people. 
CON3 Microblog provides an opportunity for me to connect with 
my family, friends and anyone I would like to know. 
CON4 Microblog allows me to maintain interpersonal relationships 
through sharing personal update with others. 
Unidirectional 
relationship 
(UR) 
UR1 Microblog relieves the strict limitation of mutual reciprocity 
compared with other media. 
New 
items 
UR2 Microblog allows other users to obtain much of my 
information even if he/she is not my friend. 
UR3 Microblog allows other users to give feedback about my 
information irrespective if he/she is my friend or not. 
UR4 Microblog allows other users to follow me without my 
permission if he/she is interested. 
Positive 
emotions  
(PE) 
PE1 Microblog allows me to timely strengthen my content 
experience through status update. 
Verhagen 
and van 
Dolen 
(2011) 
PE2 Microblog allows me to timely strengthen my happy 
experience through status update. 
PE3 Microblog allows me to timely strengthen my love 
experience through status update. 
PE4 Microblog allows me to timely strengthen my proud 
experience through status update. 
Negative 
emotions 
(NE) 
NE1 Microblog allows me to timely relieve my anger through 
status update. 
Didelot, 
Hollings
worth et 
al. (2012) 
NE2 Microblog allows me to timely relieve my sadness through 
status update. 
NE3 Microblog allows me to timely relieve my fear through 
status update. 
NE4 Microblog allows me to timely relieve my shame through 
status update. 
Urge for 
Information 
Behavior 
(UIB) 
UIB1 I experienced strong urges to update my unplanned events in 
microblog. 
Beatty 
and 
Elizabeth 
Ferrell 
(1998) 
UIB2 I felt a sudden urge to update information that I have 
experienced. 
UIB3 I can obtain much information I wanted to update in 
microblog even though they were not planned. 
UIB4 I experienced a number of sudden urge to update my current 
status. * 
UIB5 I had not planned to update my status in microblog. * 
The item with * is deleted because of inadequate validity.  
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